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Abstract. There is a shift of payment favorability in Indonesia, from cash to mobile payment. However, the people who utilize the 
mobile payment is only 14% hence there is a need to understand the market acceptance towards the technology. This paper 
combines the extended unified theory of acceptance and use of technology (UTAUT2) of Venkatesh, Thong, and Xu (2012) with a 
cultural dimension which is power distance from Hofstede (1980). That creates a new perspective of how the culture can affect 
technology acceptance. The model will be tested with SEM-PLS, in a quantitative study conducted in Indonesia’s big cities. The 
results predict that factors, such as performance expectancy, habit, facilitating condition, and price value have positive effects 
towards the acceptance. The strongest predictors for mobile payment acceptance is habit. The power distance is also found to be 
significant to moderate the effect of behavioural intention and use on mobile payment. 
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INTRODUCTION 
 
Mobile payment can be defined as the digital version of a physical wallet someone would carry through a mobile platform where 
people can store their money just like in a bank account (Shukla, 2016). Indonesia shows a rapid growth of mobile subscriptions 
and devices which seem to offer the potential for cashless transactions (Kathleen, 2016). There are many companies, either banks 
or non-banks, that established a cashless payment, such as Gojek, Tcash, and OVO. According to APJII, only 14% of internet users 
utilize the Internet as a payment tool. Hence, it is important to understand the market adoption towards the product since the 
value of technology is within its acceptance and usefulness (Oye, Iahad and Ab-Rahim 2012).   Indonesia is shifting from cash as 
their reliable payment towards mobile payment (FT Confidential Research). As Patel and Conolly stated, behind every adoption of 
technology has particular factors that influence it. Accordingly, mobile payment as a technological payment has various factors 
that has an impact on the mobile payment usage, one of them is behavioural intention. Understanding the customers’ behaviour 
is important because it analyses why certain technology is accepted or chosen over the others (Peter & Olson, 2010). Hence, the 
importance of examining and evaluating it is undeniable.  
 
Cultural aspects of the mobile payment users should be considered in further studies as it can influence the perceptions of the 
users in technology adoption (Akhlaq and Ahmed, 2013). Hofstede divided the cultural dimension into two groups; Asia and the 
US - Europe. As believed that the cultural differences have an important role (Clark 1990; Steenkamt et al. 1999; Hofstede 2007; 
Takada and Jain 1991) in deciding the individual’s values in various cultures which eventually their behaviour (Markus and Kitayama 
1991; Triandis 1989). Geert Hofstede stated that the influence of culture on consumption behaviour in mobile services is found to 
be significant. There are a few studies about the impact of culture on mobile banking, however there is no research regarding its 
impact on mobile payment adoption. Hence, there still needs to do the research in Asia, particularly Indonesia. 
 
This study aims to analyse the factors influencing mobile payment adoption, examine the factors influencing mobile payment use, 
and map the technology use of mobile payment in Indonesia. This research will focus on the mobile payment users across 
Indonesia, especially big cities, such as Medan, Bandung, Surabaya, Jakarta, Bogor, Depok, Tangerang, and Bekasi. The research 
will also segment the respondent by its demographic factors, particularly the age since one of the factors that affects the 
behavioural intention is age. The minimum age is 17 years old due to the fact that some mobile payments need to upload their 
KTP in order to enjoy their service. 
 
LITERATURE REVIEW 
 
Mobile Payment 
Mobile payment (m-payment) defines as any payment in which a mobile device is utilized to initiate, authorize, and confirm a 
commercial transaction (Chandra et al. 2010). It aims at the purchase, payment or transfer of values done through the mobile 
device without the need for cash or the participation of banking institutions (Dahlberg, Mallat, Ondrus, & Zmijewska, 2008). 
 
Mobile Payment in Indonesia 
There are six mobile payment players in Indonesia that is covered in this research. Those are Go-pay, OVO, LinkAja, Dana, Sakuku, 
XL Tunai, and Paypro. The m-payment can be used for various transactions, such as online and offline shopping, paying bills, and 
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even transferring money. However, there are limitations, such as a maximum balance of Rp10.000.000,- and transaction limit of 
Rp20.000.000,-/month or 20 times/day for Paypro, Sakuku, and XL Tunai. 
 
Technology Acceptance 
According to Louho, Kalliojaand Oittinen (2006), technology acceptance can be defined as how the technology is accepted and 
adopted by people for use. In this paper, the author will use the Unified Theory of Acceptance and Use of Technology (UTAUT) 
since a solid base why users accept or reject a technology in a specific perspective can be explained through this and the potential 
it has in enhancing our understanding of technology acceptance (Samawadikara and Gunawardena, 2014). The constructs will be 
explained further later. 
 
Culture 
The ideas, social behavior, and customs of each specific community or society is culture (Oxford Dictionary). The cultural factors 
have been reported that the acceptance models need to add them (Park, Yang, & Lehto 2007), in a way which the information 
systems used by people are influenced by culture (Im et al., 2011) or even for an essential moderator in technology acceptance 
(Srite & Karahanna, 2006). 
 
Hypothesis Development 
This research adopted the framework from Venkatesh (2012) which variables are performance expectancy, effort expectancy, 
social influence, facilitating condition, hedonic motivation, price value, habit, behavioral intention, and actual use behavior. The 
framework has been tested in various studies and is considered as a robust framework comparing to other technology adoption 
model (Oshlyansky, Cairns, & Thimbleby, 2007). Furthermore, this model will add the power distance from Hofsted since it is found 
that it is found to have an effect on technology acceptance (Rahmati, 2004).  
 
Performance Expectancy 
Performance expectancy can be defined as an extended to how an individual believes that adopting a system will help their order 
to achieve gains in a job (Davis et al., 1992). Previous research emphasized this factor as one of the most influential predictors of 
technology adoption (Louho et al. 2006; Al-Shafi and Weerakkody 2009; Abu-Shanab et al. 2010; Zhou 2013). Many researchers 
from various geographical condition agreed that this is an important factor for users to develop the behavioral intention. 
 
Effort Expectancy 
Effort expectancy means a degree of how a technology easiness associated with the use of system (Venkatesh et al, 2003). 
Venkatesh, et al. (2003) believed that in early stages, this factor has a significant impact on behavioural intention of technology 
acceptance which aligns with research from Sarfaraz, et al. (2016). 
Social Influence 
Social influence, refers as influences from external, is the constraint from the community surrounded in order for an individual to 
either perform or not the questioning behaviour (Taylor and Todd, 1995). The hypothesis is; 
 
Facilitating Condition 
Facilitating condition is the extent to which a person believes that both technical and organization infrastructure is possible for 
supporting the innovation (Venkatesh et al., 2012). Facilitating condition is also found to be a significant factor in influencing the 
behavioral intention and use, especially to those who value the issue of infrastructure (Venkatesh, Thong, &amp; Xu, 2012). Thus, 
the hypothesis is; 
 
Hedonic Motivation 
The fun and pleasure that is derived from technology usage is what defines hedonic motivation and this factor is found to have an 
essential role in technology acceptance and use established (Brown and Venkatesh, 2005). Palau-Saumell, et al. (2019) found 
hedonic motivation to have a positive effect towards behavioral intention. 
 
Price Value 
The ties between price and the quality of products or services in marketing research is inseparable to discover the products’ or 
services’ value perceived (Zeithaml, 1988). Dodds et al. (1991) described price value as a trade-off of consumers’ cognitive amidst 
the perceived advantages of the applications and the financial cost from technology utilized.  
 
Habit 
Venkatesh et al. (2012) implemented the context from Kim et al. (2005) which are the habituation proposition as 
habit/automaticity perspective (HAP) and instant activation perspective (IAP) as the one consistent with TPB. IAP assumes on the 
result of repeated behaviour can be a formidable attitudes and intentions which provoked by attitude cues or objects in the 
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environment (Ajzen and Fishbein, 2000). IAP there is no need for consciousness in mental activities, such as belief construction or 
rejuvenation, as the intentions itself will automatically lead the behavior (Fazio, 1990). While HAP believes that the result of 
repeated behaviour is habituation and the stimulus cues can activate such behaviour directly (Ouellette and Wood, 1998; Ronis et 
al., 1989; Verplanken et al., 1998). 
 
Behavioural Intention 
Behavioral intention is the subjective probability of performing particular attitude of an individual’s and an actual usage behavior’s 
notable determinant (Fishbein & Ajzen 1975). The relationship between behavioral intention towards behavioral use is proven to 
be the best predictors in explaining the customer’s use behavior (Williams, M. D., Rana, N. P., & Dwivedi, Y. K., 2015).  
 
Power Distance 
Power distance is the degree to which an acceptance by society of how unfair a power is distributed (Teng, Calhoun, Cheon, 
Raeburn and Wong, 1999). The higher the power distance is the more likely subordinates expect to be told what to do (Hofstede, 
1980). A country with high power distance such as Singapore is found to react more positively towards technology adoption, if the 
government told them to do so (Rahmati, 2004). That is accordance with the prior research from G Baptista & T Oliveira (2015). 
 
Conceptual Framework 
 
H1: Performance Expectancy has significant effect on behavioural intention towards using mobile payment. 
H2: Effort Expectancy has significant effect on behavioural intention towards using mobile payment. 
H3: Social Influence has significant effect on behavioural intention towards using mobile payment 
H4a: Facilitating condition has significant effect on behavioural intention towards using mobile payment. 
H4b: Facilitating condition has significant effect on behavioural use towards using mobile payment. 
H5: Hedonic motivation has significant effect on behavioral intention towards mobile payment. 
H6: Price value has significant effect on behavioral intention towards mobile payment. 
H7a: Habit has significant effect on behavioral intention towards mobile payment. 
H7b: Habit has significant effect on behavioral use towards mobile payment. 
H8: Behavioral intention has significant effect on behavioral use towards mobile payment. 
H9: Power distance has a moderating impact on behavioural intention and behavioural use, which impact is stronger amongst 
culture that has higher power distance. 
 
METHODOLOGY 
 
This study will use both primary and secondary data. A questionnaire in Indonesia will be divided into three sections: (I) UTAUT2 
information develops, (ii) cultural parameters, (iii) demographic and personal data. The question design and scales for the UTAUT2 
were adjusted from Venkatesh et al. (2003) and Venkatesh et al. (2012), use behavior from Martins et al. (2014), and uncertainty 
avoidance from Srite and Karahanna (2006). Everything was estimated with a seven-point Likert scale, going from ''extremely 
disagree'' (1) to “extremely agree” (7). The Martins et al. (2014) use behavior was coded from 1 (never) to 11 (a few times each 
day). The questionnaire targets (i) 17-54 years old Indonesia, (ii) Live in Bandung, Jakarta, Bogor, Depok, Tangerang, Bekasi, Medan, 
and Surabaya, (iii) have mobile device and internet access, and (iv) have m-payment account(s). 
 
An online review instrument was created with the Indonesians version of the questionnaire, accommodated on a prominent web 
specialist organization for gathering information, since the studies of technologies acceptance have customarily been conducted 
using questionnaires (Venkatesh et al., 2003). In order to analyze the data structural equation modeling (SEM) will be applied. 
There are two techniques prevailed which are variance based and covariance based. The variance-based techniques were used to 
test the conceptual framework, which is partial least square (PLS), using SmartPLS (Ringle et al., 2005). This powerful and 
convenient statistical technique is chosen because it is considered as a proper tool for many research situations (Henseler, Ringle, 
& Sinkovics, 2009) and also is applicable for understanding complex models that has numerous constructs (Chin, 1998). The study 
will be analyzed through the two-step approach which have measurement mode and structural model. 
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FINDINGS AND ARGUMENT 
 
Performance expectancy, facilitating condition, habit, and price value are found to have a significant effect towards behavioral 
intention which aligns with research from Yang, et al. (2012), Sarfaraz, et al. (2016), and Manaf & Aryanti (2017). Habit is also found 
to have a postive effect on actual use of behavior which is in line with the research from Yeh &Seng (2017). It means that the users 
of mobile payment will have a greater intention and use in utilizating m-payment if there are beneficial features with a good price 
and supported infrastructure. The users’ prior use and repetead behavior will boost their intentions and frequecy of m-payment 
use as well, especially since it is the highest predictor for m-payment acceptance. Furthermore, power distance has a moderating 
effect between behavioral intention and use of m-payment which aligns with the research from G. Baptista & Olivera (2015). 
Therefore, the governement support and intervension to utilize m-payment in Indonesia will actual create a stronger impact on 
behavioral intention and use of m-payment. 
 
CONCLUSIONS 
 
The findings for m-payment’s acceptance in Indonesia are expected to have advantages features with good value and supporting 
infrastructure to implement m-payment, as well as the repeated use of m-payment. The cultural dimension, power distance, 
should be added for future research since the impact is significant. Thus, the other cultural dimensions should also be added since 
culture can have an impact towards technological use. There are things should be remembered regarding the findings, such as the 
convinience sampling since the it is more likely to create a bigger bias. Furthermore, the study only predicts the behavior of 
customers from big cities and Indonesia is bigger than that. Hence, the potential of m-payment’s growth is huge here. The 
implications of this study for the researchers, these findings can be a basis and refinement for future research. While for the 
practitioners, these results showed how important it is to understand the constructs to design, improve, and start a m-payment 
that gain customers’ acceptance and prominence. 
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